Within a nowadays context characterised by an increasing number of television channels and by a widely fragmentation of the audience, the study of television content from the consumer's perspective acquires special interest for managers of television stations. This paper, given the aforementioned reality, analyses and identifies the relationship structure that underlies the constructs of satisfaction and quality in order to gain a more in-depth understanding of the behaviour of television consumers.
Introduction
Television's penetration in homes is nearly 100%, thereby reaching a potential market of the entire population if a broadcast is free-to-air. Television's high presence, with an average of 2 television sets per home, is related to its growing use, to its leadership in allocated advertising budgets (Note 1) and to the continuous changes to which it is currently subject (Note 2). Moreover, viewers' 'no-charge' perception regarding free-to-air television fosters television viewing, which has become one of the top options for covering leisure time (Baraybar, 2006) .
Regional television stations are a major source of employment and a driving force of the audio-visual industry in their respective territories (Casado, 2005) . However, as a whole these regional stations have an accumulated debt that exceeds 1.48 billion Euros and have poorer audio-visual results with respect to other television stations (Note 3). Aragón Televisión (ATV), the regional television station in the Community of Aragón, had a cost of 41 euros per citizen of Aragon, an accumulated debt of 15 million Euros and a budget of over 50 million Euros (Note 4). In the 5 years that it has been broadcasting, the station's audience share has solidified around 9%, holding fourth place in the list of the most-viewed broadcasters in Aragón. The entertainment programme "Aragoneses por el mundo" and the news programme "Aragón noticias 1" are noteworthy in ATV's programming schedule due to their good acceptance among the Aragonese public. Conversely, the cultural programme "Borradores" has audience results that are far below the station's average. content (Rusell et al., 2004) and personality characteristics in the consumption of this medium (Lu & Lo, 2007) . However, except for the work by Lu and Lo (2007) , literature has not dealt extensively with the television audience's satisfaction with television programmes from a marketing perspective.
The study of satisfaction as a central element in a consumer's decision has attracted great attention in marketing research (Anderson et al., 1994) . Thus, within the context of consumer behaviour, satisfaction is one of the main subjects of study (Oliver, 1980) . At a practical level, high consumer satisfaction has considerable benefits for companies, it strengthens the image of companies in their environment and favours disinterest by consumers in the competition's offer (Carvin, 1988) .
On the other hand, together with satisfaction, perceptions of quality have been recognised as key constructs for explaining consumer behaviour (Zeithaml et al., 1993) . Academic literature on the television medium has shown growing interest in researching the dimensions of the quality of audio-visual content from the viewer's perspective (Shamir, 2007) . However, the contributions by literature regarding the dimensions of the quality of television content have not managed to achieve a clear consensus about the nature and measurement of quality in television programmes.
Thus, the study of causal relationships between satisfaction and perceived quality is an extensively debated subject in literature on service marketing (McDougall & Levesque, 2000) . Analysing the relationships between both of these variables allows the consumer's evaluation process to be understood and allows service providers to optimise management efforts regarding their quality and service satisfaction policies (Cronin & Taylor, 1992) . However, within the specific context of a television consumer's behaviour, there is little research to confirm the relationships between satisfaction and perceived quality.
Thus, the main contribution of this work is the proposal and empirical testing of a model that contains the influence by perceived quality and by satisfaction on the consumption of television programmes, specifically the programmes Aragoneses por el mundo, Aragón noticias 1 and Borradores. Moreover, the relationships between these two variables are studied by researching the antecedents and consequences of audience satisfaction and of perceived quality in television programs, and the key dimensions with respect to assessing the level of satisfaction and perceived quality in entertainment, news and cultural programmes are analysed. The results of the work provide a more in-depth understanding of a television consumer's behaviour, and they can therefore help to increase the effectiveness of actions by television advertisers and programmers, thereby allowing television stations to improve their results.
Background

Satisfaction with Television Consumption: Antecedents and Consequences
Consumer satisfaction is a concept that has been widely debated in literature. A number of definitions have been proposed, yet there still is no consensus (Vanhamme, 2000) . This fact has hindered both the development of valid measurements and the comparison and interpretation of empirical results (Giese & Cote, 2000) .
There are numerous and, at the same time, are very different approaches to the concept of consumer satisfaction. Depending on the author, satisfaction is purely emotional (Oliver, 1980) or a cognitive comparison (Giese & Cote, 2000) . The combination of these two approaches reveals that satisfaction with a product or service contains both emotional and cognitive components (Bigné & Andreu, 2004) and is the result of a comparison between a subjective experience and a prior base of reference. This principle of comparison is established in literature on consumer satisfaction within the paradigm of the disconfirmation of expectations (Oliver, 1980) . There have been numerous contributions by literature regarding the concept of media consumer satisfaction. They haven't always coincided and haven't reached a clear consensus about the nature of satisfaction. Within the context of television, consumer satisfaction is based on the aforesaid paradigm of the disconfirmation of expectations (Palmgreen & Rayburn, 1985; LaRose & Atkin, 1988; Perse & Rubin, 1988; Jacobs, 1995; Lu & Lo, 2007) .
Literature on the behaviour of television consumers has analysed the impact by various motivational, technological, attitudinal and behavioural or performance variables on the formation of satisfaction in the audience, all within different contexts (see Table 1 ). Palmgreen & Raybun (1985) identified the gratifications sought and obtained by viewers of news programmes as the main antecedent in the satisfaction of television consumers. Persé & Rubin (1988) expanded the prior work by Palmgreen and Raybun, thereby including attitudinal and behavioural variables related to the activity of the audience before, during and after exposure to a television series. The results obtained indicated that motivational variables or the gratifications sought were the main predictors of viewer satisfaction. These results are similar to those obtained by subsequent research (Lu y Lo, 2007) .
With respect to technological variables, Perse and Ferguson (1993) found that television technologies did not have an influence on increasing satisfaction with television viewing. Conversely, the reasons for watching television and the quantity of time spent watching are antecedents of satisfaction. The research by LaRose and Atkin (1988) in the cable television context also found no influence by technological variables on satisfaction.
Regarding works that study behavioural variables, Lu and Lo (2007) pointed out that, based on the connection that viewers develop with television characters in the television environment, satisfaction with drama series increases significantly. The results obtained indicated the importance of the 'connectedness' construct in the formation of satisfaction with drama television series. In the work by LaRose and Atkin (1988) , behavioural variables did not allow predicting the satisfaction of subscribers of a North American cable television company. This result does not coincide with the result obtained in the work by Jacobs (1995) .
Finally, the evaluation of performance based on an assessment of the attributes of programmes is considered to be an important predictor of satisfaction with television programmes or with cable television. Lu and Lo (2007) determined that the subject, plot, script, dialogues, casting, visual effects and music of a television series are predictor attributes of satisfaction with a programme.
Most of the reviewed works used the exploratory methodology. More recently, the work by Patwardham et al. (2011) established the importance of developing a measurement scale that might study the relative importance of www.ccsenet.org/ijms International Journal of Marketing Studies Vol. 5, No. 1; the various dimensions that a media consumer could assess when determining satisfaction. The results obtained in the research by Patwardham et al. (2011) allowed confirming the emotional nature of satisfaction in media consumption and the adaptation thereof to different media formats, genres and content. However, the cognitive origin of satisfaction in media consumption could not be confirmed from a review of literature.
In literature on the media, satisfaction is a widely used construct in studying the effects by media (Patwardham et al., 2011) . It is the result of desired consumption (Palmgreen & Rayburn, 1979 ) and a likely predictor of future behaviour (Lu & Lo, 2007 ). Yet, the relationship between the intentions derived from the level of satisfaction and the subsequent real behaviours of consumers is not clearly identified in literature. From a review of literature, we would highlight word-of-mouth communication, purchase-repurchase intentions, complaining behaviour and willingness to pay more (Andreu & Bigné, 2004) .
Within the specific context of the behaviour of television consumers, there is little research that has confirmed the consequences of satisfaction (see Table 2 ). The study by Lu and Lo (2007) clearly showed that satisfaction with drama programmes has a positive influence on word-of-mouth communication, on watching advertising spots while a programme is being broadcast and on the intention to view a programme again. This latter result was also confirmed in the work by Aragón and Llorens (1996) within the context of studying the television programmes regularly watched the most by university students. Conversely, the work by Rhee, Kim and Shim (2009) does not allow confirming that satisfaction has an influence on the value of a television station that broadcasts a programme. Research conducted within the context of pay-per-view programming has studied the influence by economic variables on the formation of satisfaction with the cable television service (Jacobs, 1995) . However, from a review of literature on satisfaction in television consumption, no specific works that study the willingness to pay for the consumption of free-to-air programmes have been found. So the research conducted on media consumer satisfaction tries to clarify the meaning and the implications of this construct. However, a review of academic contributions indicates that research on satisfaction hasn't been able to establish a consensus about the modelling of the antecedents and consequences of satisfaction in media consumption, specifically television. This fact reinforces the need to delve deeper into the bases of this type of research and achieve a consensus that might be extended to the modelling.
Quality in Television Consumption: Antecedents and Consequences
The perceptions of quality have been recognised as key constructs for explaining consumer behaviour (Parasuraman et al., 1985) . In literature on services, perceived service quality is considered to be the difference between the expectations or desires of customers and their perceptions about the results (Zeithaml et al., 1993) .
Within the scope of the media, specifically in literature on television, defining quality is a complex subject (Medina, 2006) . There have been numerous contributions in literature about the quality of television content, but at the same time they have been very different and haven't succeeded in achieving a clear consensus about the nature of quality in television. From a review of literature, quality has been assessed according to three different and sometimes opposing perspectives: those of television consumers, those of the creators of television products and those of media managers (see Table 3 ). Aragón & Llorens (1996) Adaptation to interests Cubeles (2002) Consideration of viewers' judgements Del Valle (2005) Adaptation to demands Sánchez Tabernero (2006) Adaptation to needs and demands Medina (2006) Adaptation to interests Content creators Broadcasting Research Unit (1989) Technical and narrative rigour Nositer (1995) Technical excellence Albers (1996) Formal elements, content elements, focus, etc. Aragón & Llorens (1996) Tangible elements (decoration, etc.) Del Valle (2005) Adequate technical aspects Media managers Mephan (1990) Truth-telling Blumler (1991) Integrity and respect for plurality Del Valle (2005) Cost of programmes Sánchez Tabernero (2006) Cost of programmes Audience data Ingenuity, absence of coarseness and sensationalism Medina (2006) Audience data Source: own preparation Thus, considering the perspective of television consumers, Cubeles (2002) defines quality based on television viewers' opinions about the television programming. Several works consider the suitability of content to a viewer's interests, opinions (Ishikawa, 1992) , needs and demands (Sánchez Tabernero, 2006) as dimensions for assessing quality in television programmes.
Considering the creators' perspective, content -the result of combining creativity and technical production -is the central aspect of the quality of a programme (Medina, 2006) . The works by the Broadcasting Research Unit (1989), Nositer (1995), Albers (1996) , Aragón and Llorens (1996) , Del Valle (2005) and Sánchez Tabernero (2006) point out the importance of technical aspects in the configuration of quality in television programmes.
From the perspective of media managers, quality programmes must present certain characteristics, such as respect for plurality and integrity (Blumler, 1991) , truth-telling (Mepham, 1990) , ingenuity and the absence of coarseness and sensationalism (Sánchez Tabernero, 2006) . Other works allude to management and financial aspects, such as audience data and cost per programme production hour (Medina, 2006) . Consequently, the selected studies agree that quality appears to be a multidimensional concept and that it must be assessed according to the various genres of programmes and stations. Moreover, literature provides no clear consensus about the antecedents and consequences of quality in television programmes. These facts reinforce the need to delve deeper into the bases of this type of research and achieve a consensus that can be extended to the modelling.
Causal Relationships between Quality and Satisfaction
The relationship between satisfaction and perceived quality has been an extensively debated subject in literature on service marketing (McDougall & Levesque, 2000) . The interest in and importance of knowing and having a better understanding of the relationship between both concepts have motivated considerable research that has attempted to establish the causal relationships between them. Thus, various authors defend the idea that perceived quality is an antecedent of satisfaction (Cronin & Taylor, 1992; Anderson et al., 1994) . On the other hand, other research has defended the opposite position, thereby considering satisfaction to be an antecedent of perceived quality (Bitner & Huber, 1994) . Other works, such as those by Teas (1993) , Berné et al., (1996) and Driver (2002) pose the existence of a two-way relationship between satisfaction and quality.
Furthermore, there is a growing consensus in literature around the proposal that perceived quality is an antecedent of satisfaction (Bloemer et al., 1998) . Thus, the assessment of satisfaction requires a specific experience, while perceived quality does not (Berné et al., 1996) . Moreover, satisfaction depends on the relationship between perceived quality and the costs incurred in consumption (Dodds et al., 1991) , yet perceived quality is not necessarily determined by the price of a product. Therefore, according to this approach, quality is an antecedent of satisfaction (Kang & James, 2004) .
Within the specific context of the behaviour of television consumers, there is little research that has confirmed the relationships between satisfaction and perceived quality. The work by Aragón and Llorens (1996) confirmed that the quality of a television programme has a highly significant effect on a television viewer's satisfaction, although the results must be considered with prudence, given the nature of the sample used. The research by Rhee, Kim and Shim (2009) confirmed, within the context of 25 programmes of various genres in a sample of South Korean viewers, that perceived quality is an antecedent of satisfaction in television programmes.
On the other hand, together with satisfaction and the perceptions of quality, the intention to repeat is a central objective in research on consumer behaviour. Thus, research indicates a clear, direct effect by satisfaction on repeat purchase intentions (Choi et al., 2002) . Within the specific context of television consumers, the study by Lu and Lo (2007) clearly showed that satisfaction has a positive influence on the intention to repeat the consumption of a programme. This result is similar to the one obtained in earlier research (Aragón & Llorens, 1996) . Therefore, the following hypotheses identify the questions, object of study, and they make up a model (see Figure 1 ) that allows analysing the influence by perceived quality and satisfaction on the consumption of television programmes, as well as the relationships between these two variables. Moreover, we pose a hypothesis that endeavours to include the effects exercised by variables that would allow us to better characterise consumers. Thus, even though the sign of the relationship is not established, it is proposed that sex, age, the province and the area of residence are variables that can have an influence on perceived quality, satisfaction and the intention to repeat regarding a television programme.
Hypothesis 1: The perceived quality of a television programme has a direct and positive effect on a viewer's satisfaction. 
Analysis Methodology
Data Compilation and Characteristics of the Sample
The information for the analysis was obtained through a self-administered, ad-hoc survey taken from a sample of 400 individuals during the months of May and June 2011. The valid response rate was 84.5%, 73.25% and 29.75% for entertainment programmes; news programmes and cultural programmes, respectively (see the data sheet in Table 4 ). The characteristics of the sample are presented in Table 5 . 
Operationalisation of the Theoretical Concepts
In order to cover the main objective of this research (analyse the relationships between the variables of quality, satisfaction and intention to repeat), it was essential to follow a rigorous process in developing the measurement scales of the variables. To do so, we first did a comprehensive review of literature on the media, on television consumer behaviour and on marketing. This first stage of the research was directed at determining a relationship between the measurement indicators. Then, in the second stage, the items were screened and the measurement scales were validated for the context of study.
More specifically, for measuring the perceived quality of television programmes, the works by Ishikawa (1992) , Aragón and Llorens (1996) , Cubeles (2002), Del Valle (2005) , Sánchez Tabernero (2006) and Medina (2006) were considered. 3 items were taken from them. For measuring the 'satisfaction' variable, the scale by Patwardhan, Yang and Patwardhan (2011) was used and applied to the television context. This scale is composed of 5 items. For measuring the 'intention to repeat' variable, a single item was used, the one in the study by Lu and Lo (2007) . Regarding the 'willingness to pay' variable, a measurement scale based on the contingent valuation method (CVM) was used, with several possible financial amounts, from 0 to 100 euros. All the indicators were offered in the questionnaire using an 11-point, Likert type measurement scale, from 0 for 'completely disagree' to 10 for 'completely agree'.
Therefore, the items shown in Table 6 represent an adaptation of those provided in specific literature to the specific context of entertainment, news and cultural programmes. (Ishikawa, 1992; Aragón & Llorens, 1996; Cubeles, 2002; Del Valle, 2005; Sánchez Tabernero, 2006; Medina, 2006) V1: It is a very interesting programme. V2: It is a programme that fits very well with my television tastes. V3: It is a very adequate programme for entertaining me (Note 5). SATISFACTION (Patwardhan et al., 2011) V4: After watching the programme, I feel very good. V5: After watching the programme, I feel very content for having spent time watching it. V6: After watching the programme, I feel that I have enjoyed it very much. V7: After watching the programme, I feel that it has been a very pleasant experience. INTENTION TO REPEAT (Lu & Lo, 2007) V8: I intend to watch the next programme.
WILLINGNESS TO PAY (CVM)
V9: To prevent Aragón Televisión from disappearing, how much money would you be willing to pay each year to continue watching the television station? (the annual cost of Aragón Televisión is €41 per year per resident of Aragón, through taxes)
Analysis of the Results
First of all, we verified the reliability and validity of the scales that were used. Subsequently, the research hypotheses were empirically tested using the structural equation systems method.
Reliability and Validity of the Scales
First the measurement scales used in this research were verified to ensure that they met the psychometric properties. Thus, the scales showed evidence of both content validity, derived from specifying the scales from the domain of the reviewed literature, and reliability, measured based on the Cronbach's alpha indicator, which gives satisfactory values (see Tables 7 and 8 ).
Before analysing the convergent validity, the dimensionality of the measurement instruments was analysed by a principal components exploratory factor analysis of both the perceived quality scale and the satisfaction scale so that an underlying structure in both scales could be obtained, which would allow simplifying the subsequent analysis of the relationships between the variables. It was verified that the dimension considered in the 'perceived quality' variable shows adequate unidimensionality results, as well as the items of the 'satisfaction' variable. Moreover, in all cases the explained variance is significant (over 60%), and the factor loadings and Cronbach's alphas show values that exceed the recommended minimum ) (see Tables 7 and 8 ).
To assess the convergent validity of the scales, we resorted to the confirmatory factor analysis, for which EQS 6.1 statistical software was used. Thus, initially a confirmatory factor analysis of the latent variables whose measurement scales were previously described was performed. The factor loadings of the items are significant and exceed 0.60, wherefore they show convergent validity (see Table 9 ).
After the scales were analysed individually, they were tested together for each type of programme. Thus, the overall fit indexes of the model show values that give it a high value of significance for entertainment programmes and news programmes. However, the root mean square error of approximation (RMSEA) has a value of over 0.1, and the adjusted goodness of fit index (AGFI) has a value that is far below the desirable minimum (Note 6) to be able to confirm predictive validity in the case of cultural programmes (see Table 10 ). 
Test of the Research Hypotheses
After ensuring the reliability and validity of the scales used, and after having verified that the fit of the model for entertainment programmes and news programmes was adequate, the models were interpreted and the proposed hypotheses were tested. The results finally obtained are shown in Figures 2 and 3.
As it can be observed, the two models show a good fit, and the predictive validity of the proposed model can be confirmed. 66% and 55% of a consumer's intentions to repeat in entertainment programmes and news programmes, respectively, are explained by the viewer's perceptions of quality and satisfaction.
Regarding entertainment programmes, the analysis of the model's hypotheses shows significant relationship values for the four posed hypotheses. Thus, Hypothesis 1, which measures the relationship between perceived quality and satisfaction, and therefore the cognitive origin of satisfaction in the consumption of television programmes, is significant (p<0.05,  = 0.931). Therefore, Hypothesis 1 is confirmed. In turn, satisfaction exercises a positive effect on the intention to repeat (p<0.05,  = 0.942), which confirms the direct effects of satisfaction on behaviour intentions. Therefore, Hypothesis 2 is confirmed. Likewise, satisfaction in the consumption of programmes plays a fundamental role as a consequence of perceived quality (p<0.05,  = 0.931) and as an antecedent of behaviour intentions (p<0.05,  = 0.942), which allows Hypothesis 3 to be www.ccsenet.org/ijms
International Journal of Marketing Studies Vol. 5, No. 1; accepted. Regarding the sociodemographic characteristics established in Hypothesis 4, it can be observed that the age and province variables have an influence on the 'satisfaction' and 'intention to repeat' variables, respectively. Thus, older viewers are those who perceive less satisfaction with entertainment programmes. On the other hand, it can be observed that only the people who reside in the province of Zaragoza show a greater intention to repeat with respect to residents in the other two provinces of Aragón.
Regarding news programmes, the four hypotheses of the model can be accepted. Regarding the effects of perceived quality, it has a significant effect on satisfaction (p<0.05,  = 0.798), which confirms Hypothesis 1. In turn, the direct and positive influence by satisfaction on the intention to repeat is confirmed (p<0.05,  = 0.894), which allows Hypothesis 2 to be accepted. Likewise, satisfaction in the consumption of programmes plays a fundamental role as a consequence of perceived quality (p<0.05,  = 0.798) and as an antecedent of behaviour intentions (p<0.05,  = 0.894), which confirms Hypothesis 3. Regarding the sociodemographic characteristics established in Hypothesis 4, it can be observed that the 'age' variable has an influence on the 'satisfaction' and 'intention to repeat' variables and that the 'province' and 'area of residence' variables have an influence on the 'intention to repeat' variable. Thus, viewers in the age segment from 26 to 35 years perceive less satisfaction with news programmes. On the other hand, it is observed that only consumers who are over 55 years of age show a greater intention to repeat. It can also be observed that inhabitants in the province of Zaragoza show a greater intention to repeat with respect to people who live in the other two provinces of Aragón.
The people who reside in urban areas (cities with more than 10 000 inhabitants) show a lower intention to repeat regarding news programmes than those who reside in rural areas.
Moreover, it could be confirmed that willingness to pay has a negative moderating effect on satisfaction and on the intention to repeat of viewers of news programmes. Thus, as the satisfaction of a viewer who is willing to pay for consumption increases, their intention to repeat with respect to a programme decreases (p<0.05,  = -0.059). A consumer is not willing to pay for consuming news even though he may be satisfied and may intend to watch the next programme. 
Conclusions, Limitations and Implications for Management
This work proposes an integrating model for analysing the behaviour of television consumers from a marketing perspective. Thus, the proposed model analyses and identifies the relationship structure between the variables of satisfaction and quality in order to obtain a more in-depth understanding of the behaviour of television viewers.
Within the television context, a review of academic contributions indicates that research has not been able to establish a consensus for modelling the antecedents and consequences of the variables, 'satisfaction' and 'quality'. The importance of developing a model for the consumption of television programmes, thereby integrating the antecedents and consequences of quality and satisfaction, is that it would contribute to clarifying the theoretical nature of the variables and would allow resolving the academic discussions about an adequate measurement of those variables within the context of television programmes.
In view of this situation, this work provides a framework of reference for developing a cognitive-affective model for the consumption of television programmes, thereby integrating perceived quality as a cognitive variable and satisfaction as an affective variable.
The results of the work, first of all, allow confirming a scale for measuring the quality perceived by consumers of entertainment, news and cultural programmes, thereby identifying three key aspects in the assessment of quality: interest in the programme, the suitability of the programme to the viewer's tastes and utility.
Second, the results obtained allow, based on an adaptation of the scale developed by Patwardham et al., (2011) , confirming the affective nature of satisfaction in the consumption of entertainment, news and cultural programmes.
Third, and consistent with some earlier works within the scope of marketing, the results of the research clearly show the causality between quality, satisfaction and behaviour intentions. Thus, a consumer's intentions to repeat regarding entertainment programmes and news programmes, respectively, are explained by a viewer's perceptions of quality and satisfaction.
In view of this situation, audio-visual companies, in order to improve their results, should focus their marketing efforts on those aspects that are truly valued by viewers. Thus, based on studying viewers' perceptions of quality and satisfaction, audio-visual managers can improve the acceptance of programmes by the public and thereby improve the results of television stations.
Specifically, the results obtained in the empirical research are highly relevant to decision-making. The perceptions of quality and satisfaction for the entertainment programme, Aragoneses por el mundo, and for the news programme, Aragón Noticias 1, explain 66% and 55% of the viewers' intentions to repeat, respectively. So in order to successfully retain viewers, it seems advisable to pay attention to cognitive and affective aspects in the assessments made by consumers. Therefore the capacity of a programme to be interesting, to suit the audience's taste, to entertain or to inform viewers and to appeal positively to the audience's emotions while watching a programme constitutes a valuable tool for adapting a programme to viewers' demands.
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International Journal of Marketing Studies Vol. 5, No. 1; On the other hand, the results of the research clearly show a viewer's negative willingness to pay for watching specific programmes that are broadcast on the programming schedule of a free-to-air station. Thus, even though viewers may be satisfied and may intend on watching the next programme, they will not consider the payment option. This formula for earning revenue for stations does not seem to be viable within our context of study.
Finally, the results obtained have not allowed confirming the predictive validity of the model for cultural programmes. The low response rate of the questionnaire for the programme Borradores, derived from poor knowledge of the same by the viewers and its scarce success among the audience, could be the main cause of this result.
However, certain limitations should be considered, meaning that the results must be regarded with caution. It is important to point out that our study is limited to a specific territory and to certain programmes, and therefore generalisations about the results are subject to repeating the study in other geographic areas and for other types of programmes. Moreover, introducing other variables that are not considered in this work could be an important line of future research.
